Akaah, Ishmael P. and Pradeep K. Korgaonkar. A Con- 
joint Investigation of the Relative Importance of Risk Re- 
lievers in Direct Marketing. No. 4, pp. 38-44. 
This study examines the relative influence of direct- 
marketing features on consumers’ perceptions and/ 
or preferences via the perceived risk paradigm and 
conjoint methodology. 

Babakus, Emin. See Tat, Cunningham, and Babakus. 

Baldinger, Allan L. Trends and Issues in STMs: Results of an 
ARF Project. No. 5, pp. RC-3-7. 

This article reports on the results of two pilot ques- 
tionnaires designed to gather some industry-wide 
data on the current state of the art in Simulated Test 
Markets. 

Barnes, Beth E. and Lynne M. Thomson. The Impact of 
Audience Information Sources on Media Evolution. No. 5, 
pp. RC-9-14. 

The article examines media audience measurement 
technologies from the perspective of the people 
who use the data, specifically media planners at ad- 
vertising agencies and advertiser firms. 

Barry, Thomas E. See Howard and Barry. 

Bogart, Leo. Advertising: Art, Science, or Business? No. 6, 
pp. 47-52. 

Bogart discusses the growing pressure to approach 
advertising through scientific management and im- 
plications for advertising as an art and for the mass 
media that depend on advertising income. 

Bogart, Leo and B. Stuart Tolley. The Search for Information 
in Newspaper Advertising. No. 2, pp. 9-19. 

The authors summarize a program of research 
which concentrated on the validity in the perfor- 
mance of individual ads. It is necessary to look at 
the whole reading process rather than performance 
scores for individual ads. 

Cannon, Hugh M. Evaluating the “Simulation” Approach to 
Media Selection. No. 1, pp. 57-63. 

This article shows that the “simulatien” approch 
overestimates the target market audience with low 
selectivity indices, underestimates it for media with 
high indices, and is accurate for media with indices 
close to 100. 

Cook, Robert Lorin and John M. Schleede. Application of 
Expert Systems to Advertising. No. 3, pp. 47—56. 

The authors feel that the development of adver- 
tising expert systems promises significant improve- 
ments in advertising management decision-making 
efiectiveness and efficiency. 

Craddock, Alyce Byrd. See Reynolds and Craddock. 

Cunningham, William A. See Tat, Cunningham, and Ba- 
bakus. 

Davis, Linden A. Challenges Facing Mid-Sized Agency Re- 
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search. No. 6, pp. RC-10-11. 
Davis discusses four issues crucial to the contribu- 
tion of research—increased productivity demands, 
shorter lead times and less time, computerization, 
and an evolved research role. 

Durgee, Jeffrey F. Product Drama. No. 1, pp. 42-49. 
This article reviews theories of drama and art, sug- 
gests how to identify dramatic qualities in con- 
sumer products, and explains how dramatic quali- 
ties spring from tangible product attributes. 

Eastlack, Joseph O. See Lord, Eastlack, and Stanton. 

Eighmey, John. The Main Effects of Science on Advertising: 
The Good, the Bad, and the Ugly. No. 1, pp. RC-3-6. 

This article points out five ways in which confusing 
rationality with insight can act to suppress the more 
creative advertising ideas and make it more difficult 
to develop the most effective advertising. 

Elsesser, Jan. Conducting Marketing Research in Health Care: 
The Changing Roles of Physician and Patient. No. 5, pp. 
RC-15-20. 

This article addresses the types of research being 
done in the OTC and hospital areas as a result of 
the changing roles of physicians and patients. 

Feigin, Barbara S. The Role of Agency Research Departments: 
A Perspective for the ‘90s. No. 6, pp. RC-3-6. 

The author proposes adoption of creative planning 
tactics through agencies operating in an R&D ca- 
pacity. 

Forrest, Edward. See Potter, Forrest, Sapolsky, and 
Ware. 

Fraser, Cynthia. See Hite and Fraser. 

Gagnard, Alice and James E. Swartz. Top American Adver- 
tising Managers View Agencies and Research. No. 6, pp. 
35-40. 

The article assesses the views of advertising man- 
agers in leading United States companies toward 
advertising research from a variety of sources. 

Gold, Laurence N. The Evolution of Television Advertising- 
Sales Measurement: Past, Present, and Future. No. 3, pp. 
19-24. 

This article describes the evolution of advertising 
and sales measurement. It describes the measure- 
ment by influence of the past, the single-variable 
measurement of the present, and the national 
single-source measurement of the future. 

Gorman, William. The ARF/ABP Study: Turning Reality 
into Action. No. 1, pp. RC-7-8. 

Gorman makes observations on the objectivity, sci- 
entific validity, and the broad scope of the product 
range. 

Greco, Alan J. The Elderly as Communicators: Perceptions of 

Advertising Practitioners. No. 3, pp. 39-46. 
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This study investigates issues regarding the use of 
elderly persons in advertising and brings together 
the opinions of leaders in the advertising commu- 
nity with the research findings of academia. 

Green, Suzanne S. ,The Key Trends in Health Care. No. 4, 
pp. RC-2-4. 

The author discusses forces of primary importance 
in the health care delivery systems—cost contain- 
ment, technology, and decision-making structure. 

Greene, William F. Maybe the Valley of the Shadow Isn’t So 
Dark After All. No. 5, pp. 11-15. 

This article looks at the effects of zipping and zap- 
ping on commercial intrusiveness. 

Gutman, Jonathan. See Reynolds and Gutman. 

Han, C. Min. The Role of Consumer Patriotism in the Choice 
of Domestic versus Foreign Products. No. 3, pp. 25-33. 

By examining the role of consumer patriotic emo- 
tions in their choice of domestic versus foreign 
products, Han found that patriotic responses ap- 
peared to play a significant role in the choice while 
the cognitive attitude toward products made in dif- 
ferent countries played a limited role. 

Hartley, Steven W. and Charles H. Patti. Evaluating Busi- 
ness-to-Business Advertising: A Comparison of Objectives 
and Results. No. 2, pp. 21-27. 

This study describes current business-to-business 
advertising practices in the context of conceptual 
models designed to enhance the evaluation of ad- 
vertising effectiveness. It seems that advertising 
practitioners have only partially adopted the stan- 
dards set forth over 25 years ago. 

Hernandez, Sigfredo A. An Expleratory Study of Coupon 
Use in Puerto Rico: Cultural versus Institutional Barriers to 
Coupon Use. No. 5, pp. 40-46. 

The article discusses the validity of using cultural 
value differences as the major reason for explaining 
why coupon promotions will not work effectively 
with Hispanic consumers. 

Hite, Robert E. and Cynthia Fraser. International Adver- 
tising Strategies of Multinational Corporations. No. 4, pp. 
9-17. 

This article examines the extent of standardized 
versus localized advertising campaigns by United 
States multinationals in foreign markets and other 
international advertising strategies. 

Howard, Daniel J. and Thomas E. Barry. The Prevalence of 
Question Use in Print Advertising: Headline Strategies. 
No. 4, pp. 18-25. 

This article shows that by examining the frequency 
with which questions are utilized in advertising 
practice and the types of questions presented, in- 
sight into the development of more effective adver- 
tising strategies might be gained. 

Howard, Donald G. and John K. Ryans. The Probable Ef- 
fect of Satellite TV on Agency-Client Relationships. No. 6, 
pp. 41-46. 


This article reports the findings of a recent study 
that explored the issue of satellite television in 
Europe and the possibility of European-wide cam- 
paigns, the Eurobrand, advertising centralization, 
and changes in agency-client relations. 

Kahle, Lynn R., Basil Poulos, and Ajay Sukhdial. Changes 
in Social Values in the United States during the Past De- 
cade. No. 1, pp. 35-41. 

The article reports on shifts in social values in 
United States from 1976 to 1986 and discusses some 
of the implications for marketing and advertising 
strategy. 

Kanter, Donald J. Cynical Marketers at Work. No. 6, pp. 
28-34. 

The article discusses cynicism toward advertising 
from its audience and proposes techniques on 
avoiding an adverse effect on advertising as a whole. 

Korgaonkar, Pradeep K. See Akaah and Korgaonkar. 

Krugman, Herbert E. Limits of Attention to Advertising. 
No. 5, pp. 47-50. 

This article is a discussion of the limits of the 
human memory and its relevance to advertising. 

Lord, John B., Joseph O. Eastlack, and John L. Stanton. 
The Bandwagon Isn't Rolling . . . Yet. No. 2, pp. 40-42. 

The article shows that food marketers hesitate to 
use health claims in magazine advertisements. New 
FDA guidelines may help to alleviate this reluc- 
tance. 

McKenna, William J. The Future of Electronic Measurement 
Technology in U.S. Media Research. No. 3, pp. RC-3-7. 

McKenna shows that an increased demand for im- 
proved information sources in the 1980s has ex- 
panded the opportunities, risks, and rewards of 
electronic measurement. 

Michell, Paul C. N. The Influence of Organizational Compat- 
ibility on Account Switching. No. 3, pp. 33-38. 

The author finds that there is a strong link between 
the size of the client, the size of the account, the 
size of the agency, and the degree of account loy- 
alty. Advertisers tend to select a relationship that is 
compatible with their size and level of profession- 
alism. 

Moorman, Christine. See Zaltman and Moorman. 

Neiheisel, Thomas S. “Ouija Boards, Darts, and the Magic 
8-Ball’’: Volumetric Forecasting in Toyland. No. 4, pp. 
RC-5-6. 

This article describes the line test, a testing proce- 
dure and analytical model for estimating the 
volume potential of first-year toylines. 

Nicholas, Philippe. From Value to Love. No. 4, pp. 
RC-7-8. 

Nicolas explains the necessity of enhancing the 
value of and creating love for the brand being ad- 
vertised. 

Ochs, Mal. Comment: On ‘Evaluating the Simulation Ap- 
proach to Media Selection.’’ No. 3, pp. 57-58. 
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This is a comment on the Cannon article noting that 
thought and preparation are important when plan- 
ning a proper simulation. 

Okechuku, Chike and Gongrong Wang. The Effectiveness 
of Chinese Print Advertisements in North America. No. 5, 
pp. 25-34. 

This article investigates North American consumer 
evaluation of Chinese-made advertisements. 

Patti, Charles H. See Hartley and Patti. 

Poltrack, David F. Living with People Meters. No. 3, pp. 
RC-8-10. 

Poltrack focuses on the effect that people meters 
have had on the advertising industry’s standard of 
living. 

Potter, W. James, Edward Forrest, Barry S. Sapolsky, 
and William Ware. Segmenting VCR Owners. No. 2, pp. 
29-39. 

The authors conclude that although VCR users are 
rather demographically homogeneous, they are het- 
erogeneous on many important VCR usage patterns 
and on fundamental lifestyle characteristics. 

Poulos, Basil. See Kahle, Poulos, and Sukhdial. 

Reynolds, Thomas J. and Alyce Byrd Craddock. The Ap- 
plication of the MECCAS Model to the Development and 
Assessment of Advertising Strategy: A Case Study. No. 2, 
pp. 43-54. 

The authors discuss a framework that encourages 
the integration of consumer research into adver- 
tising strategy specification. The use of the 
MECCAS framework is seen to provide an objective 
basis upon which the strategic process can be 
grounded. 

Reynolds, Thomas J. and Jonathan Gutman. Laddering 
Theory, Method, Analysis, and Interpretation. No. 1, pp. 
11-31. 

This article reviews the usefulness of the laddering 
technique in understanding how consumers trans- 
late the attributes of products into associations with 
respect to self-defining attributes and values. 

Rossiter, John R. The Increase in Magazine Ad Readership. 
No. 5, pp. 35-39. 

This study focuses on the Starch readership scores 
and makes the implicit assumption that high read- 
ership of magazine ads means better advertising 
performance. 

Ryans, John K. See Howard and Ryans. 

Sapolsky, Barry S. See Potter, Forrest, Sapolsky, and 
Ware. 

Schiavone, Nicholas P. Lessons from the Radio Research Ex- 
perience for All Electronic Media. No. 3, pp. RC-11-15. 

Schiavone expresses concern that the application 
and development of electronic media research has 
become uncontrollable. The solution is to develop 
skillful media professionals whose understanding is 
derived from example and precept. 

Schleede, John M. See Cook and Schleede. 
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Schnee, Robert K. Quality Research: Going Beyond the Ob- 
vious. No. 1, pp. RC-9-12. 
Schnee defines quality research and lists compo- 
nents which signal the presence of quality. 
Schreiber, Robert J. Comment: On Cannon's “Evaluating the 
Simulation Approach to Media Selection.” No. 3, pp. 
59-61. 
This article attempts to reconcile the Cannon ap- 
proach with the 1966 Greene and Stock study. 
Soni, Praveen K. See Woodside and Soni. 
Soong, Roland. The Statistical Reliability of People Meter 
Ratings. No. 1, pp. 50-56. 
Results on the statistical reliability of Scan America 
people-meter ratings are presented in this article 
and are related to the underlying television-viewing 
behavior. 
Stanton, John L. See Lord, Eastlack, and Stanton. 
Sukhdial, Ajay. See Kahle, Poulos, and Sukhdial. 
Swartz, James E. See Gagnard and Swartz. 
Tat, Peter, William A. Cunningham, and Emin Babakus. 
Consumer Perception of Rebates. No. 4, pp. 45-50. 
This article develops a scale by which consumer 
perceptions of rebates can be measured, investi- 
gates whether the perceptions of rebate users differ 
from those of nonusers, and offers some sugges- 
tions to improve the effectiveness of rebate pro- 
grams. 
Tauber, Edward M. Brand Leverage: Strategy for Growth in 
a Cost-Control World. No. 4, pp. 26-30. 
The article shows that the value of most major 
products or services is lodged in their brand names 
and that growth through brand leverage will con- 
tinue to flourish. 
Thomson, Lynne M. See Barnes and Thomson. 
Tolley, B. Stuart. See Bogart and Tolley. 
Turk, Peter B. Effective Frequency Report: Its Use and Evalu- 
ation. No. 2, pp. 55-59. 
This article shows that effective frequency planning 
has achieved an integral role in the media planning 
of the largest consumer product agencies in the 
United States. However, in the face of widespread 
use, there are a number of unresolved issues that 
need more attention. 
Verbeke, Willem. Developing an Advertising Agency-Client 
Relationship in The Netherlands. No. 6, pp. 19-27. 
The study done by Wackman, Salmon, and Salmon, 
an investigation of how a relationship between an 
advertising agency and its clients develops, is ana- 
lyzed, replicated, and extended. 
Wang, Gongrong. See Okechuku and Wang. 
Ware, William. See Potter, Forrest, Sapolsky, and Ware. 
Webber, John C. Six Challenges Facing Marketing Research 
of Manufacturers. No. 6, pp. RC-7-9. 
Webber presents half a dozen challenges to :.anu- 
facturers that could have an impact on marketing 
research capabilities. 
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Winters, Lewis C. Does It Pay to Advertise to Hostile Audi- 
ences with Corporate Advertising? No. 3, pp. 11-18. 
This articles relates the efforts of Chevron Corpora- 
tion to communicate with a subsegment of the pop- 
ulation who is hostile toward the company— VALS 
“Inner Directeds” in California. 
Woodside, Arch G. and Praveen K. Soni. Assessing the 
Quality of Advertising Inquiries by Mode of Response. No. 
4, pp. 31-37. 
This article examines consumer purchases of a 
high-price service and shows substantial quality 
differences may occur among inquiries segmented 
by mode of response. 


Zaltman, Gerald and Christine Moorman. The Importance 
of Personal Trust in the Use of Research. No. 5, pp. 16-24. 
The article defines the concept of trust in an attempt 
to sensitize managers and researchers to a set of 
factors that facilitate and inhibit its development 

and maintenance. 


Zaltman, Gerald and Christine Moorman. The Manage- 
ment and Use of Advertising Research. No. 6, pp. 11-18. 
This article recommends that firms should do more 
developmental research, that evaluative advertising 
research should assess how well advertising helps 
customers understand the product or service con- 
cept, and that advertising research should be part of 
an overall program of developmental and evalua- 

tive client research for all marketing mix variables. 


Editorials by William A. Cook—— 

Agency-Client Matrimony: Until Dearth Do Us Part. No. 
6, pp. 7-8. 

Feast Your Eyes on the N.A.B. No. 2, p. 7. 


Marketing: Magnifying the Small and the Large of the 
World. No. 4, p. 7. 


The “Social” in “Social Marketing” Is Redundant. No. 3, 


pp. 7-8. 
On Values and the Valued. No. 1, pp. 7-8. 
Water Shortages and People Meters. No. 5, pp. 7-8. 
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